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This paper aims at investigating the effect of religion intensity on consumer attitudes 
towards the celebrity endorsement in television advertising in Sudan. The study is based 
on a survey questionnaire to a sample of 268 university students on their attitude towards 
celebrity endorsement in television advertising. Various statistical techniques, such as 
Frequency analysis, Descriptive analysis, and independent t-Test were applied in order to 
address the research questions of the study. The main findings showed that the 
respondents were generally having positive attitudes toward celebrity endorsed 
advertising. The results indicated some statistically significant differences between the 
high and low religion commitments individuals regarding their attitudes towards celebrity 
endorsement in television advertising. More specifically, less religiosity committed 
individuals think that attractiveness of the celebrity, trustworthiness, likability of the 
celebrity affect their buying decision more than the highly committed individuals. There 
was no statistical difference between the two groups regarding the influence of celebrity‟ 
expertise and respect on their buying intension. These results have important implications 
for advertisers. Hence the study made several recommendations in light of its findings. 
 




Using celebrities to promote 
product and services is a common 
practice for marketers in 
supporting company or brand 
image. The increasing competition 
among firms has encouraged 
marketers to use celebrities to 
endorse their products and services 
for the ultimate purpose of 
increasing demand and consumers' 
loyalty. Celebrities acted as spoke 
persons, in order to advertise and 
promote products, services and 
ideas (Bergstrom and Skarfstad, 
2004). Jagdish and Wagner (1995) 
state that celebrity makes 
advertisements believable and 
enhances message recall. 
Moreover, celebrities aid in the 
recognition of brand names, create 
positive attitudes towards the 
brand and create a distinct 
personality for the endorsed brand. 
On the other hand, it is widely 
accepted that attitudes and 
behaviors are greatly influenced by 
religion-rooted aspects of culture. 
Mokhlis (2009) stated that religion 
is an important cultural factor to 
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study because it is one of the most 
universal and influential social 
institutions that have significant 
influence on people‟s attitudes, 
values and behaviors at both the 
individual and societal levels. A 
review of published literature on 
religion and advertising leads to 
the identification of various studies 
on the influence of religion on 
advertising (Fam et al 2004, Abbas 
and Ezhar, 2012 ).The influence of 
religious mindset of customers on 
attitude and purchase intention is 
one of the most significant 
dimensions  which have been 
modestly studied.  
Literature review: 
McCracken (1998) has defined 
celebrity endorser as "any 
individual who enjoys public 
recognition and who uses this on 
behalf of a consumer good by 
appearing with it in an 
advertisement". Moreover, 
celebrity is used as testimonial, 
endorsement, actor or 
spokesperson by the firm 
(Ranjbarian Bahram et. al., 2010). 
The usage of celebrity endorsers in 
advertisements has been 
considered as an effective 
marketing tool by advertisers and 
their agencies since many decades 
ago (Low Swee-Foon and Lim Su-
Wen, 2012). Dix et. al. (2010) 
further elaborated that the 
influence of a celebrity is so 
powerful that businesses are 
willing to set aside millions of 
dollars just on endorsement deals. 
This is mainly because of the 
celebrity‟s ability to capture the 
attention of consumers in an 
advertisement among the cluttered 
streams of messages (Kamins et. 
al., 1989). The large amount of 
money spent by businesses is 
solely for the sake of hoping that it 
will positively influence the 
targeted consumers‟ behaviors and 
attitudes toward the product or 
service. Celebrity endorsement 
influences advertising 
effectiveness, brand recognition, 
brand recall, purchase intentions 
and even purchase behavior (Spry 
Amanda et. al., 2011). 
Studies reveal that using of 
attractive celebrity causes to 
increase attitude towards 
advertisements (Ranjbarian 
Bahram et. al., 2010). Such 
attitude towards advertisements is 
defined as "mental states which are 
used by individuals to organize the 
way they perceive their 
environment and control the way 
they respond to it" (Haghirian, 
2005). There is a considerable 
correlation between desirable 
attitudes with regard to advertising 
and rating of certain 
advertisements by respondents as 
being likeable, irritating, 
delightful, etc. Research has 
demonstrated that celebrity 
endorsement affects consumers' 
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feelings in general and it could 
affect the attitude of consumers 
towards the advertisement and 
brands too (Alsamdi, 2006; 
Yalmiz, 2005). This could result in 
enhancing of purchase intentions 
and as a result enhancing of sales 
(Bauer and Greyser, 1968). 
In relation to Islamic ethics, a 
seller is a person who feels 
responsible to God. He should be 
honest and fair in his marketing 
activities. Simply true documents 
which reveal accurate 
specifications in terms of quality, 
contents, etc. will exchange hands. 
To practice otherwise constitutes 
disgraceful, dishonorable and 
shameful gain through pandering, 
deceit, treachery, theft or injustice 
(Ibn-Miskawayh, 1968 in Abul 
Hassan, et al., 2008). According to 
Islamic principles, marketers are 
required to “disclose all faults in 
their goods, whether obvious or 
hidden; to do otherwise is to act…. 
fraudulently” (Ibn al-Ukhuwwah, 
1938:42). It is obligatory for the 
seller to reveal all known defects 
which cannot be seen “on the 
surface” and cannot be found out 
by the “cursory glance” to the 
purchaser (Niazi, 1996:196). As 
well, it is dictated that – “A sale 
without any stipulation makes it 
necessary that the thing sold 
should be free from defect” (Tyser 
et. al., 1967). Marketing disclosure 
is manifested either by assurance 
which will be given by word of 
mouth or in writing, or in some 
cases silence will mean assurance 
(Niazi, 1996:197). The Prophet 
Muhammad (PBUH) expressly 
condemned all manipulative 
promotional behavior stating that, 
“One who cheats us is not one of 
us” (al-Nawawi 2:770). 
In Islamic ethics, promotional 
techniques must not use sexual 
appeal, emotional appeal, fear 
appeal, false testimonies and 
pseudo research appeal, or 
contribute to the dullness of the 
mind or encourage extravagance. 
Within the Islamic framework, 
these methods are unethical since 
they are utilized purely to exploit 
the basic instinct of consumers 
worldwide with a view to gain 
profits and greater market share. 
Furthermore, Islamic ethics strictly 
prohibits stereotyping of women in 
advertising, and excessive use of 
fantasy. The use of suggestive 
language and behavior, and the use 
of women as objects to lure and 
attract customers are also not 
allowed (Abul Hassan, et al., 
2008). Thus, within the Islamic 
framework, the promotional 
techniques must not use sexual 
appeal, emotional and fear appeals, 
false testimonies and those 
activities prohibited (Shuhaimi and 
Chuah, 2012). 
In contemporary advertisement 
and when using celebrities, the 
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exaggerated features of the product 
are advertised and through this 
bluff customers are motivated to 
spend money on a product, which 
they don‟t need (Singh, 1998). 
This is unethical and deceptive 
way of selling a product that leads 
towards misallocation of economical 
resources (Adeel Bari and Rana 
Zamin, 2011). Islam on the other 
hand does not tolerate this act of 
deception as it is clearly mentioned 
in the book of Allah “Give just 
measures and cause no loss. And 
weigh with scales true and upright 
and withhold not things justly due 
to men” (Quran, 26:181). In 
Islamic business ethics honesty is 
the key to all business practices. 
Once a Bedouin questioned to the 
Messenger of Allah Mohammed 
(PBUH), that when the dooms day 
take place, The Prophet replayed 
that “When honesty is lost, then 
wait for the doomsday”(Beekun, 
1997). 
The fairness of the advertisement 
is also an important thing in the 
Islamic ethical system. By fairness 
it means that the features and 
quality that is being advertised and 
perceived by the people, should be 
there in the product. The prophet 
of Allah said “The signs of a 
hypocrite are three 1. Whenever he 
speaks he tells a lie. 2. Whenever 
he promises, he always break it. 3. 
If you trust him, he proves to be 
dishonest” (Al-Bukhari, 1.32). 
This ethical way of advertisement 
leads to another crucial issue of 
women involvement in the 
advertisement. Islam doesn‟t 
restrain women to participate in 
business activities, but the purpose 
behind should not deceive people 
by emotional stimulation. For a 
woman in Islam is not allowed to 
show any part of the body except 
face, hands and feet (Kiran and 
Karande, 2000). Showing any part 
except the mentioned is considered 
as a sexual stimulant and thus 
inappropriate for the public 
presentation (Chachula, G. et al., 
2009). 
From all the above, this article 
aims to discriminate between the 
high and low religion commitment 
individual regarding their buying 
behavior and attitudes towards 
celebrity endorsement in television 
advertising. 
In essence, the main purpose of 
this study is to understand how 
consumers respond to celebrity 
endorsement in television commercials, 
examining the celebrity attributes 
likely to influence consumer 
purchase intentions and finally the 
impact of celebrity endorsements 
on their buying behavior. More 
specifically, the study seeks to 
identify the influence of religiosity 
commitments on consumers‟ 
attitudes towards Celebrities 
Endorsed Television Advertising 
(CETA) and their buying behavior, 
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and to provide guidance to 
advertising companies with respect 
to the effectiveness of celebrity 
endorsed advertising on influencing 
Muslim consumers‟ attitude and 
buying behavior.  
The paper begins by discussing the 
objectives and review of relevant 
literature. Next, describes the 
methodology used, followed by 
analysis and discussion of the 
results. Finally, the paper discuss 
the implications and limitations of 
this research and suggestions for 
future research. A major 
contribution of this study lies in 
understanding the relationship 
among religion commitment; 
celebrities endorsed advertising, 
attitude and buying behaviour. 
The significance of this study  lies 
in the absence of  a study 
addressing this issue in Sudan and  
also the study will increase the 
understanding of the Sudanese (as 
representative of Arabic and 
Islamic culture) religious attitude 
towards this marketing issue. 
Research Method 
A questionnaire tool was designed 
to understand consumers' views on 
celebrity endorsement, measuring 
their attitude toward celebrity 
endorsed advertisements, the 
advertising effectiveness and the 
impact of respondents' degree of 
religious commitments on their 
attitude formulation and buying 
behavior.  
The questionnaire is self-
administered and consist of 22 
measures drawn from previous 
literature (Ohanian 1990,1991, 
Shimp, 2003)  targeted undergraduate 
and graduate students at University of 
Khartoum, Sudan. The questionnaire 
was divided into several different 
sections. The first section was 
meant to measure participants‟ 
general evaluation of celebrities 
endorsed TV advertisements. The 
second section adapted from the 
instruments used by Ducoffe and 
Schlosser et al (1996)  measures 
participants‟ attitude towards 
Celebrities Endorsed Television 
Advertising (CETA). The third 
section measures the effect of 
celebrities‟ attributes on the 
respondents buying decision and 
the influence of religious 
commitments on their buying 
behavior. The fourth section 
measures the religiosity level 
adapted from the religiosity index 
of Alsanie (1989). And finally 
demographic questions pertaining 
to age, gender, education and 
Marital status are incorporated at 
the end of the questionnaire. The 
questionnaire predominantly utilizes 
five points Likert scale to measure 
attitude responses and buying 
behavior. 
 The questionnaire was distributed 
in Arabic then back translation to 
English. The Arabic version was 
validated through a pilot study of 
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20 respondents in order to identify 
potential weaknesses and problems 
in the data collection and analysis. 
Changes and improvements to the 
final survey instrument were made 
based on the pilot responses.  
Out of 300 questionnaires, 268 
were returned and used for further 
study with a response rate of 89%. 
Based on the information and data 
provided by the respondents, the 
questionnaires were analyzed 
using statistical tools relevant for 
the study and suitable to answer 
the questions raised by the study.  
 
Analysis and Results  
Respondents Profile: 
Table (1): Distribution of the sample by demographic characteristics 
Variable attributes Frequency   % 
Age 
 18-25 228 85 
 26-35 32 12 
 36-45 7 2.6 
 46-55 1 .4 
Total  268 100% 
Gender    
 Male 82 31 
 Female 186 69 
Total  268 100% 
Marital Status  
 Single 232 87 
 Married 25 9 
 Other 11 4 
Total  268 100% 
Education  
 Undergraduate  student 156 58 
 Postgraduate student 54 20 
 Diploma students 58 22 
Total  268 100% 
 
Table (1) reflects the respondents‟ 
demographic information and 
shows the characteristics of the 
sample used in the main survey. 
Four variables were chosen to 
describe the sample characteristics. 
They were gender, age, marital 
status and education. Overall, the 
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sample shows that there was a 
considerable overweight of 
females (69%) this can be 
explained by the fact that the total 
number of female students in the 
University of Khartoum is greater 
than the number of male students 
(male 33.2, female 66.8%- U of K 
website, 2012).  Most of the 
respondents (85%) were in age 
group of 18-25 years old. Majority 
of respondents in the sample 
(87%) were found to be single and 
are now studying for their 
bachelor‟s degree (58%).  
General Evaluation:  
Frequency distributions were 
carried out to summarize the 
general evaluation data on 
Celebrities Endorsed TV 
Advertising (CETA). The sample 
analysis is carried out in terms of 
whether or not the respondents 
have been exposed to celebrities 
endorsed TV advertising, or have 
experienced buying a product, 
their evaluation of the endorsed 
TV advertising on different basis 
for instance: type of celebrities, 
attractiveness of the advertisement, 
its Influence and effectiveness, in 
order to portray a clear picture of 
their perception and attitude 
towards celebrity endorsements.   
The results in Table (2) show that 
the majority of the respondents 
(95%) have been exposed to 
celebrities endorsed TV 
commercials in the past six 
months, but only (49%) have 
bought a celebrity endorsed 
product or service during the past 
six months
 
Table 2: Respondents Past Experience with CETA 
Variable  Frequency  % 
Past Exposure to Celebrity Endorsed TV.  AD. 
Yes  254 95 
No 14 5 
Past Experience of buying Celebrity Endorsed  product or service 
Yes  131 49 
No 137 51 
 
In order to explore the respondents 
general evaluation of the CETA, 
the respondents were asked to rate 
what attracts them more, a 
celebrity endorsed advertisement 
or non-celebrity endorsed 
advertisement, the results show 
that celebrity endorsed 
advertisements are more effective 
at attracting respondents as 
compared to non-celebrity 
endorsed advertisements. The 
descriptive frequency analysis of 
the data shows that 77% of the 
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respondents stated that celebrity 
endorsed advertisements attract 
them more than non-celebrity 
advertisements. The results thus 
indicate celebrity endorsed 
advertisements attract more 
consumer attention.  
The results also show that the 
respondents consider celebrity 
endorsed advertisements an 
influential factor in formulating 
their attitude towards the 
advertisement. The analysis shows 
that 29% of the respondents 
believe that celebrity endorsement 
is very influential and 35% of the 
respondents consider it as an 
influential factor. That means the 
majority of the respondents (64%) 
believe that celebrities can 
influence their attitude towards the 
endorsed advertisement. On the 
contrary, 30% of the respondents 
believe that it is somewhat 
influential meaning that celebrities 
may have a little influence on the 
respondents  attitude towards the 
advertisement whereas only a few 
number of respondents, 6%, 
contend it to be not at all 
influential. 
Regarding their perception of 
CETA, 31% of the respondents 
stated that they perceived celebrity 
endorsed advertising as very 
effective, while 30% perceived it 
as effective. That means majority 
of the respondents (60%) believe 
that celebrities endorsed 
advertising is more effective than 
the non celebrity endorsed 
advertising. However, 30% 
perceived it somewhat effective 
and only 8% perceived it as not 
effective and 3% perceived it as 
not at all effective.  
 
Table 3:  Overview of Respondent’ General  Evaluations of CETA 
Variable Frequency  %  
What type of celebrities do you think is more influential as endorsers? 
Singers 114 42.5 
Actors or Actresses from TV and movie stars 61 22.8 
Sport stars 66 24.6 
Politicians 6 2.2 
Business persons 21 7.8% 
What type of celebrities do you think is more influential as endorsers? 
Men 61 22.8 
Women 152 56.7 
Children 55 20.5 
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What attracts you more: celebrity endorsed advertisements or non-celebrity 
advertisements? 
Celebrity endorsed advertisements 206 77 
Non celebrity advertisements 62 23 
How influential do you think is TV advertising, which uses celebrities in 
formulating your attitude towards the advertisement? 
Not at all influential 4 1.5 
Not influential 12 4.5 
Somewhat influential 81 30.2 
Influential 93 34.7 
Very influential 78 29.1 
How do you perceive presence of celebrities in the advertisements 
compared to non celebrities advertising? 
Not at all effective 7 3 
Not effective 20 8 
Somewhat effective 79 30 
Effective 78 29 
Very effective 84 31 
N=268       
 
Attitude towards Celebrities 
Endorsed TV Ads 
Attitude is an important concept in 
research on consumer behavior 
and marketing. Kotler (1999) 
stated that “an attitude is a 
person‟s enduring favorable or 
unfavorable evaluations, emotional 
feelings, and action tendencies 
toward some object or idea”. 
In this part of the study, 
respondents' attitudes towards 
celebrities endorsed TV 
advertising have been evaluated. 
Table (4) shows the means and the 
standard deviations of the 5 
statements used to measure the 
respondents‟ attitude towards 
celebrities endorsed TV 
advertisements. According to the 
findings, the respondents consider 
CETA as entertaining (mean 3.63 
and standard deviation 1.1), 
informative (mean 3.05 and 
standard deviation 1.19), but less 
credible (mean 2.55 and standard 
deviation 1.07).  The respondents‟ 
attitude towards CETA is 
considered positive with mean 
3.30 and standard deviation 1.12. 
However, their overall attitude is 
more positive (mean 3.51 and 
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standard deviation1.18). And the 
overall mean for the total 
dimensions of attitude towards 
CETA reached (3.21) and standard 
deviation (1.13), which considered 
positive. 
The results in table (5) depicts that, 
compared to non celebrities 
endorsed TV advertisements 
(NCETA),  celebrity endorsed TV 
advertisement (CETA) is easier to 
remember, attracts the consumers 
more  to product being advertised,  
motivate consumers  to watch the 
advertisement,  and prevent them 
from zapping then helps 
advertisements in being watched. 
It could be deduced that celebrity 
endorsement is very effective in 
getting the attention towards the 
advertisements. 
The Influence of religious 
commitment on purchase 
decision of Celebrities Endorsed 
products: 
In order to measure the influence 
of religion on respondent‟s  
purchase decision  and their 
evaluation of the celebrities‟ 
endorsement attributes that might 
affect them, respondents were 
divided into two groups according 
to the religiosity index variable, 
namely less religious commitment 
individuals (below the average 
mean of 3.5) and high religious 
commitment individuals (above 
the average mean of 3.5). 
There are five statements 
measuring the effect of the CETA 
on consumers buying behavior. To 
test the difference between high 
committed religious group and less 
committed group the independent 
t-test were calculated. The results 
in table (6) found that, in general, 
celebrities' attributes have less 
impact on highly committed 
respondents‟ buying behavior than 
the less committed respondents. 
 




Advertising which uses celebrities is entertaining  3.63 1.10 
Advertising which uses celebrities is informative  3.05 1.19 
Advertising which uses celebrities is credible  2.55 1.07 
My attitude towards Advertising which uses celebrities is 
positive  
3.30 1.12 
Overall, I like advertising which uses celebrities. 3.51 1.18 






Table 5:  CETA Effectiveness Compared to NCETA 
Variable Mean SD 
Advertisements, which uses celebrities, make it easy for 
me to remember the advertisement more than non 
celebrities advertisements 
4.10 .957 
Advertisements, which uses celebrities, attract my 
attention to the product being advertised more than non 
celebrities advertisements 
3.75 1.072 
Advertisements, which uses celebrities, make me watch 
the advertisement more than non celebrities 
advertisements 
3.47 1.258 
Advertising, which uses celebrities, prevent me from 
zapping more than non celebrities advertisements 
3.16 1.286 
However, there is significant 
statistical difference between the 
two groups regarding the influence 
of the celebrities' attributes on 
their purchase decision. The results 
showed that less committed 
individuals think that 
attractiveness of the celebrity 
(p=.025), trustworthiness (p=.015), 
likability (p=.083) of the celebrity 
affect their buying decision more 
than the highly committed 
individuals. There was no 
statistical difference between the 
two groups regarding the influence 
of celebrity‟ expertise (p=.106) 
and respect (p=.133) on their 
buying decision.  
The results also showed that there 
were significant differences 
between the two groups with 
regard to their attitude toward the 
celebrities endorsed TV 
advertisement (p= .002). The less 
religious committed respondents 
hold more positive attitude 
towards the CETA than the highly 
committed respondents. This may 
be due to the engagement of 
women on TV advertisements 
which may be thought of as 
contradicting the Islamic beliefs of 
the religious committed 
individuals and their interpretation 
of Islamic beliefs. 
Conclusion 
Advertising effectiveness has been 
predominately measured by 
attitudes toward the ads and 
purchase intention in previous 
literature (Craciun and Madden, 
2002; Davis, 1995; Gresham and 
Shimp, 1985; Spears and Singh, 
2004). Previous research on 
celebrity endorsement reveals that 
celebrity endorsers produced more 
positive attitudes towards 
advertising and greater purchase 
intentions than a non-celebrity 
endorser (Ohanian 1991). 
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Table 6 : Independent t- test  
The influence of religion on respondent’s  attitudes  and their  
evaluation of the celebrities’  attributes on the buying behavior 
Celebrity's 
Attribute  Index  N Mean SD t Sig 
Attractiveness 
 
≥ 3.50 137 2.88 1.306 2.249* 
 
.025* 
 < 3.50 131 3.25 1.378 
Expertise ≥3.50 137 3.24 1.263 1.621 
 
.106 
 < 3.50 131 3.49 1.236 
Trustworthiness ≥ 3.50 137 3.26 1.329 2.455* 
 
.015* 
 < 3.50 131 3.63 1.185 
Likeability ≥3.50 137 3.20 1.329 1.742* 
 
.083** 
 < 3.50 131 3.48 1.267 
Respect ≥ 3.50 137 3.53 1.157 1.509 
 
.133 
 < 3.50 131 3.74 1.093 
Overall attitude 
towards CETA 
≥ 3.50 137 3.22 1.050 3.067* .022* 
< 3.50 131 3.59 .911 
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This study introduces the religiosity factor into the analysis of celebrities 
endorsed TV advertising. Thus, the study provides an insight into 
understanding consumers' evaluation and perception of in the light of CETA 
and the religiosity commitments. The findings indicate that evaluation of 
celebrities attributes is influenced by consumers' religiosity commitments. In 
general consumer religiosity is an important determinant of consumers‟ 
attitudes and buying decisions. Results of the study indicated that there are 
differences between high religious commitment individuals and less 
religious commitment individuals regarding the impact of celebrities‟ 
attractiveness, trustworthiness and likability on the buying behavior. 
Based on the above results, consumers‟ with different degrees of religiosity 
commitments tend to evaluate CETA differently. The findings provide an 
understanding of Sudanese, as Muslims, attitudes and purchase decision and 
thus give practitioners some ideas in understanding how to design the CETA 
to enhance the consumers‟ attitude toward advertising which leads to a great 
impact on brand attitude and  their buying intention.  
However, the study has some limitations. For instance, using a sample size 
of only 268, generated from student sample might not reflect reality so the 
results cannot be generalized. Also the study could be suffering from the 
limitations of sampling bias as most of the sample individuals were females. 
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